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Under the background of global financial crisis, the online shopping market in 
China still developed rapidly. However, many reports presented that the trust has been 
a major obstacle to online shopping. Domestic scholars have not paid sufficient 
attention to consumer trust, which is highly cared for by online retailers in C2C 
(consumer to consumer) online shopping. In order to help online retailers solve the 
practical puzzle, this paper discusses the influential factors of consumer trust in C2C 
online shopping, with a perspective of communication. The research objects are those 
who have access to online shopping. The online survey was released to Chinese 
online shopping consumers through QQ, Fetion, and so on. Finally, a total of 430 
valid data were received. Conclusions obtained by data and theoretic analysis are as 
follows: 
First, in the model of C2C, consumers trust in online shopping is influenced 
directly by the strength of the e-shop and shopping website, the third-party assurance, 
and the common trust propensity. The strength of the shopping website and the 
third-party assurance can also affect consumers’ online shopping trust through their 
perceptions about the retailers (strength of the e-shop and service quality). The 
common trust propensity affects consumer trust as well as the strength of the shopping 
website and the third-party assurance. The quality of service can influence consumers’ 
perceptions of e-shop strength. However, the service quality has little impact on 
consumer trust; the third-party assurance has little impact on consumers’ perceptions 
of the e-shop strength，too. 
Second, the individual difference can influence consumer trust and antecedents 
of online shopping. Consumers’ time spent online and their frequencies of shopping 
online can affect their trust. Females have higher common trust propensity than males. 
When shopping online, students attach more importance to the third-party assurance 
than those non-students. 
Third, based on the features of current C2C online shopping consumer, online 
retailers should establish a consumer-oriented service consciousness and provide 















retailers can penetrate their influence when consumers building online trust. By 
meeting consumers’ needs, reducing consumers’ shopping costs and risks, and 
building a branding system for information communication, online retailers can make 
a good interaction with consumers. At last, they will raise consumers’ online shopping 
trust and cultivate loyal and long-term clients. 
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2010 年 1 月，中国互联网络信息中心（CNNIC）公布的《第 25 次中国互联
网络发展状况统计报告》显示，2009 年中国互联网继续保持了前几年的快速发
展态势，网民总数人口占比、互联网普及率等指标都在稳步上升。截至 2009 年







CNNIC 监测数据还表明，2009 年我国网络购物用户规模为 1.08 亿人，年增
长率达 45.9%。网络购物用户目前在网民中的渗透率为 28.1%，即几乎每三位上
网的中国人当中，就有 1 位是网络购物用户。艾瑞咨询在 2010 年 1 月 新推出
的《2009-2010 年中国网络购物行业发展报告》中也指出，2009 年中国网络购物
市场延续了近两年来的高速增长，全年网络购物市场交易规模达 2483.5 亿元，


















经济各个行业当中，所受负面影响 小、而成长性 佳的热点行业之一。” 
当然，高速发展即意味着还有较大的成长空间。与美国、韩国等网络购物发
达国家相比，我国网络购物人群在网民中仅有 28.1%的渗透率，还远远不及美国、
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